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ANAND, Punam, Morris B. HOLBROOK, and Debra 
STEPHENS (1988), The Formation of Affective 
Judgments: The Cognitive-Affective Model Versus 
= Independence Hypothesis (December), 386- 

1. 


A dichotic listening task within the context of hemispheric spe- 
cialization provides evidence for enhanced affective responses to- 
ward correctly recognized stimuli and toward words transmitted 
to the right ear and music transmitted to the left ear. These find- 
ings appear to support the cognitive-affective model over the in- 
dependence hypothesis. 


ANDERSON, Paul F. (1988), Relative to What—That 
is the Question: A Reply to Siegel (June), 133 


ANDERSON, Paul F. (1988), Relativism Revidivus: In 
Defense of Critical Relativism (December), 401- 
404. 


ANTIL, John H. see Pavelchak, Mark A. et al. (Decem- 
ber 1988) 


B 


BEARDEN, William O., Richard G. NETEMEYER, 
and Jesse E. TEEL (1989), Measurement of Con- 
sumer Susceptibility to Interpersonal Influence 
(March), 473-481. 


The development of a scale for measuring consumer susceptibil- 
ity to interpersonal influence is described. Consumer susceptibil- 
ity to interpersonal influence is hypothesized as a general trait 
that varies across individuals and is related to other individual 
traits and characteristics (McGuire 1968). The construct is de- 
fined as the need to identify with or enhance one’s image in the 
opinion of significant others through the acquisition and use of 
products and brands, the willingness to conform to the expecta- 
tions of others regarding purchase decisions, and/or the tendency 
to learn about products and services by observing others or seek- 
ing information from others. A series of studies provides evidence 
to support the convergent and discriminant validity of a two-di- 
mensional scale. 


BEARDEN, William O. see Mobley, Mary F. et al. (Sep- 
tember 1988) 


me William O. see Urbany, Joel E. et al. (June 
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BELK, Russell W. (1988), Possessions and the Extended 
Self (September), 139-168. 


Our possessions are a major contributor to and reflection of our 
identities. A variety of evidence is presented supporting this sim- 
ple and compelling premise. Related streams of research are iden- 
tified and drawn upon in developing this concept and implica- 
tions are derived for consumer behavior. Because the construct 
of extended self involves consumer behavior rather than buyer 
behavior, it appears to be a much richer construct than previous 
formulations positing a relationship between self-concept and 
consumer brand choice. 


BELK, Russell W. see Tse, David K. et al. (March 1989) 


BLACK, William C. see Lichtenstein, Donald R. et al. 
(September 1988) 


BLOCH, Peter H. see Lichtenstein, Donald R. et al. 
(September 1988) 


BRUCKS, Merrie (1988), Search Monitor: An Ap- 
proach for Computer-Controlled Experiments In- 
volving Consumer Information Search (June), 117- 
121. 


This article describes a microcomputer program that can facili- 
tate research on consumer information search and decision mak- 
ing. Search Monitor is a menu-driven user interface with data 
collection and recording facilities. This article suggests research 
problems for which Search Monitor is appropriate and briefly de- 
scribes its features and options. 


BRYANT, W. Keith (1988), Durables and Wives’ Em- 
ployment Yet Again (June), 37-47. 


The literature examining the relationship between consumer du- 
rables expenditures and wives’ employment is analyzed. Several 
deficiencies in the literature are corrected in a revised model that 
is estimated with data from the 1977-1978 Survey of Consumer 
Expenditures. This article concludes that durables expenditures 
and wives’ employment time are complements. 


BURKE, Raymond R. and Thomas K. SRULL (1988), 
Competitive Interference and Consumer Memory 
for Advertising (June), 55-68. 


This article reports the results of three experiments that examine 
memory interference in an advertising context. In Experiment 1, 
consumer memory for a brand’s advertising was inhibited as a 
result of subsequent exposure to ads for other products in that 
manufacturer’s product line and ads for competing brands in the 
product class. Experiment 2 demonstrates analogous proactive 
interference effects. The results of Experiment 3 indicate that the 
presence of advertising for competitive brands changes the rela- 
tionship between ad repetition and consumer memory. Repeti- 
tion had a positive effect on recall only when there was little or 
no advertising for similar products. 
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CARLSON, Les and Sanford GROSSBART (1988), Pa- 


rental Style and Consumer Socialization of Chil- 
dren (June), 77-94. 


Parents play a major role in children’s consumer socialization but 
little is known atout differences in parents’ consumer socializa- 
tion tendencies. In this article, we examine the thesis that these 
tendencies can be predicted from parents’ general socialization 
styles. Results indicate that mothers with alternative parental 
styles differ in communicating with children about consumption, 
number of consumer socialization goals, restricting and monitor- 
ing consumption and media exposure, and views on advertising. 
Contrary to expectations, mothers with differential styles do not 
differ in granting consumption autonomy to children. 


CELSI, Richard L. and Jerry C. OLSON (1988), The 


Role of Involvement in Attention and Comprehen- 
sion Processes (September), 210-224. 


We present the results of a study designed to test several hypothe- 
ses concerning the effects of intrinsic and situational sources of 
personal relevance on felt involvement and on the amount of at- 
tention and comprehension effort, the focus of attention and 
comprehension processes, and the extent of cognitive elaboration 
during comprehension. Felt involvement is a motivational state 
that affects the extent and focus of consumers’ attention and com- 
prehension processes, and thus the specific meanings that are pro- 
duced. The results of the study provide strong evidence that felt 
involvement plays a motivational role in consumers’ attention 
and comprehension processes. 


CHATTOPADHYAY, Amitava and Joseph W. ALBA 


(1988), The Situational Importance of Recall and 
Inference in Consumer Decision Making (June), 1- 
oz. 


A experiment, which examines the relationship between cogni- 
tion and attitude toward a product as a function of time and the 
presence of information about a competing product, is described. 
A scheme, which partitions cognitive responses into categories on 
the basis of their relative abstractness and, therefore, memorabil- 
ity, is proposed. Results show that the proposed scheme accounts 
for a significant amount of attitude variance and outperforms the 
traditional cognitive response scheme, especially after a delay. 
Results also show that, contrary to recent theory and research 
regarding the lack of correlation between attitude and recall, re- 
call can be a predictor of attitude given the proper context and a 
theoretically justifiable recall measure. 


COURSEY, Don L. (1988), Preference Trees, Preference 


Hierarchies, and Consumer Behavior (December), 
407-409. 


COX, Anthony D. see Cox, Dena S. (June 1988) 
COX, Dena S. and Anthony D. COX (1988), What Does 


Familiarity Breed? Complexity as a Moderator of 
Repetition Effects in Advertisement Evaluation 
(June), 111-116. 


This article examines how consumers’ attitudes toward advertise- 
ments are affected by their previous exposure to them. The results 
of our experiment suggest that the effects of exposure on ad atti- 
tudes may be moderated by the complexity of the advertisement: 
evaluations of complex ads become more positive with exposure, 
while those of simple ads do not. This finding may help explain 
why previous studies of ad exposure effects have yielded mixed 
results. 
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DIAMOND, William D. (1988), The Effect of Probabil- 


ity and Consequence Levels on the Focus of Con- 


sumer Judgments in Risky Situations (September), 
280-283. 


Consumer information processing is examined in two types of 
risky purchase situations: High-Probability/Low-Consequences 
situations are similar to purchases of new grocery products and 
Low-Probability/High-Consequences situations are similar to 
purchases of airline tickets. Prospect theory is drawn upon to hy- . 
pothesize that probabilities will be more important to consumers 
in HPLC situations and that consequences will be more impor- 
tant to them in LPHC situations. Experimental data confirm this 
hypothesis. Protocol data indicate that people judging LPHC sit- 
uations process information differently than described by pros- 
pect theory. Potential implications for warranties and related 
communications are discussed. 


DUBE-RIOUX, Laurette see Schmitt, Bernd H. et al. 


(June 1988) 
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EKSTROM, Karin M. see Foxman, Ellen R. et al. 


(March 1989) 
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FOLKES, Valerie S. (1988), The Availability Heuristic 


and Perceived Risk (June), 13-23. 


Four studies using a variety of methodologies and products find . 
that the availability heuristic (the ease with which one can bring 
to mind exemplars of an event) influences consumers’ judgments 
about the likelihood of products failing. Based on past research 
showing that distinctiveness increases availability, a laboratory 
experiment (Study 1) manipulated distinctiveness of incidents 
describing a product failing or succeeding. Study 2 used a similar 
methodology, but relates attention to product failure estimates. 
Study 3 is a field study examining product failure distinctiveness 
and failure estimates. In Study 4, self-reported ease in recalling 
failure incidents is correlated with judged likelihood of product 
failure, whereas ease of recalling success incidents is correlated 
with judged likelihood of product success. 


FOXMAN, Ellen R., Patriya S. TANSUHAJ, and Karin 


M. EKSTROM (1989), Family Members’ Percep- 
tions of Adolescents’ Influence in Family Decision 
Making (March), 482-491. 


Influence perceptions of mothers, fathers, and one adolescent 
child are compared to document structural relationships between 
parents and children in family decision making. Family triads are 
found to disagree in their perceptions of adolescent influence on - 
both a broad selection of specific products and general influence 
in family decision processes. Mothers, fathers, and children, how- 
ever, all rate children as having some influence in purchase deci- 
sions for a variety of products. A “household” measure of percep- 
tions of general adolescent influence in purchase decisions is con- 
structed and the antecedents of agreement or disagreement 
among family members are explored, yielding propositions for 
future research. 


FRASER, Cynthia, Robert E. HITE, and Paul L. 


SAUER (1988), Increasing Contributions in Solici- 
tation Campaigns: The Use of Large and Small An- 
chorpoints (September), 284-287. 
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Charitable contribution requests including legitimization of pal- 
try contributions or a large anchorpoint are examined. Results 
show that a large anchorpoint increases average contributions, 
legitimization of paltry contributions enhances compliance rates, 
and the combined use of a large anchorpoint and legitimization 
of paltry contributions does not significantly alter compliance or 
contribution sizes. 
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GAETH, Gary J. see Levin, Irwin P. (December 1988) 


GOLDSTEIN, Robert see Rothschild, Michael L. et al. 
(September 1988) 


GRAHAM, John L., Dong Ki KIM, Chi-Yuan LIN, and 
Michael ROBINSON (1988), Buyer-Seller Negotia- 
tions Around the Pacific Rim: Differences in Fun- 
damental Exchange Processes (June), 48-54. 


The determinants of buyer-seller negotiations in four cultures are 
investigated in a laboratory simulation. One hundred thirty-eight 
American, 54 Chinese, 42 Japanese, and 38 Korean business peo- 
ple participated in a two-person, buyer-seller, intracultural nego- 
tiation simulation. In negotiations between Americans, the use of 
more problem-solving bargaining strategies positively influenced 
negotiation outcomes. In negotiations between Chinese, more 
competitive strategies led to better results. In Japanese and Ko- 
rean negotiations, buyers achieved higher economic rewards than 
sellers. In all four cultures, bargainers were more satisfied with 
negotiation outcomes when partners were rated more attractive. 


GREEN, Paul E., Kristiaan HELSEN, and Bruce 
SHANDLER (1988), Conjoint Internal Validity 
Under Alternative Profile Presentations (Decem- 
ber), 392-397. 


Recent research suggests that using orthogonal arrays in full-pro- 
file conjoint may fail to provide adequate internal validity when 
the validation set consists of Pareto optimal profiles or when 
prices covary with the rest of the profiles’ attribute levels. This 
study’s findings indicate that partworths calibrated in the wrong 
environment predict a holdout sample as well as those calibrated 
in the correct (validation) environment do. 


GROSSBART, Sanford see Carlson, Les (June 1988) 
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HARTWICK, Jon see Sheppard, Blair H. et al. (Decem- 
ber 1988) 


HASTAK, Manoj and Jerry C. OLSON (1989), Assess- 
ing the Role of Brand-Related Cognitive Responses 
as Mediators of Communication Effects on Cogni- 
tive Structure (March), 444-456. 


We tested the cognitive response model of communication effects 
in an experiment in which subjects were exposed to brand adver- 
tisements with the goal of evaluating either the advertised brand 
or the ad itself. The results suggest that brand-related cognitive 
responses are the primary mediators of ad effects on cognitive 
structure variables, but only for subjects who had a brand evalua- 
tion goal. For subjects with an ad evaluation goal, cognitive re- 
sponses about both the brand and the ad appeared to mediate 
independently about equal amounts of the message-induced vari- 
ation in cognitive structure variables. Implications of these find- 
ings for future communication research are discussed. 
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ee Kristiaan see Green, Paul E. et al. (December 
1988) 


HIRSCHMAN, Elizabeth C. (1988), The Ideology of 
Consumption: A Structural-Syntactical Analysis of 
“Dallas” and “Dynasty” (December), 344-359. 


Aspects of syntactics and structuralism are used to interpret two 
popular vehicles of consumption ideology, the television pro- 
grams “Dallas” and “Dynasty.” The primary structure encoded 
within “Dallas” and “Dynasty” is the binary opposition between 
secular consumption and sacred consumption. The consumer be- 
haviors of characters associated with secular and sacred con- 
sumption are described, and processes of mediation and transfor- 
mation between the sacred and secular consumption poles are 
illustrated. 

HITE, Robert E. see Fraser, Cynthia et al. (September 
1988) 


HOCH, Stephen J. (1988), Who Do We Know: Predict- 
ing the Interests and Opinions of the American 
Consumer (December), 315-324. 


Marketing experts and novices made predictions about the activ- 
ities, interests, and opinions of the American consumer. Predic- 
tive accuracy was low overall, and experts were no more accurate 
than everyday consumers in predicting consumer opinions. This 
occurred because (1) everyday consumers were much more sim- 
ilar to the target population than were the marketing experts and 
(2) the experts had difficulty consistently identifying other infor- 
mation beyond their own attitudes relevant to the target popula- 
tion. For this task, the experts could not overcome the “informa- 
tion deficit” that accompanies being dissimilar to the typical 
American consumer. 

HOLBROOK, Morris B. and John O'SHAUGHNESSY 
(1988), On the Scientific Status of Consumer Re- 
search and the Need for an Interpretive Approach to 
Studying Consumption Behavior (December), 398- 
402. 


HOLBROOK, Morris B. see Anand, Punam et al. (De- 
cember 1988) 


HOYER, Wayne D. see Jacoby, Jacob (March 1989) 


HYUN, Yong J. see Rothschild, Michael L. et al. (Sep- 
tember 1988) 


I 
IYER, Easwar S. see Park, C. Whan et al. (March 1989) 
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JACOBY, Jacob and Wayne D. HOYER (1989), The 
Comprehension/Miscomprehension of Print Com- 
munication: Selected Findings (March), 434-443. 


We conducted a large scale, nationally representative study of the 
comprehension/miscomprehension of print communication in- 
volving 54 advertisements and 54 editorials. On average, 21.4 
percent of the material was miscomprehended with an additional 
15.5 percent of “don’t know” responses. Editorial content was 
associated with slightly higher rates of miscomprehension than 
was advertising content. Except for age and amount of formal 
education and income, other basic sociodemographic variables 
appeared to be negligibly related to miscomprehension. We dis- 
cuss the implications of these findings. 
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JANISZEWSKI, Chris (1988), Preconscious Processing 


Effects: The Independence of Attitude Formation 
and Conscious Thought (September), 199-209. 


Two experiments investigate the formation of attitudes toward 
unattended stimuli. In Experiment 1, a presentation format that 
encourages processing at a preconscious level demonstrates that 
attitude formation can occur independently of conscious consid- 
eration. Alternative theoretical explanations are offered to ac- 
count for the purported independence of conscious thought and 
preference formation, and Experiment 2 is a test of these alterna- 
tives. The results cf Experiment 2 suggest that consumers use 
differential hemispheric strategies for task performance to form 
preconsciously based attitudes. A post hoc analysis is conducted 
to advance more explicit claims about the operational nature of 
the underlying preconscious processes. 


JOHNSON, Eric J. see Meyer, Robert J. (March 1989) 
JOHNSON, Michael D. (1988), Comparability and Hi- 


erarchical Processing in Multialternative Choice 
(December), 303-314. 


Consumer choice research recently moved beyond brand-based 
decisions to study the more noncomparable choices consumers 
often face. Noncomparable choice processing in choices involv- 
ing multiple products is discussed. In Experiment 1, consumers 
used attribute-based processing at an abstract level and alterna- 
tive-based processing at a concrete level to evaluate more non- 
comparable alternatives independent of choice set size. In Experi- 
ment 2, the choices from Experiment 1 were compared with 
choices within which products varied in comparability. The re- 
sults suggest that comparability variance within a multialterna- 
tive choice set facilitates consumers’ use of product categories 
and hierarchical processing to eliminate choice alternatives. 
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KAHN, Barbara E. and Rakesh K. SARIN (1988), Mod- 


eling Ambiguity in Decisions Under Uncertainty 
(September), 265-272. 


We present a model for predicting consumers’ choices under con- 
ditions of uncertainty and ambiguity. We use the term ambiguity 
to distinguish the class of risky decisions for which the odds of an 
uncertain event are not precisely known. We show that our model 
predicts different decisions for individuals who are ambiguity 
averse, ambiguity seeking, or ambiguity indifferent, thus relaxing 
the constraint imposed on preferences by subjected expected util- 
ity theory. 


KAMAKURA, Wagner A., Brian T. RATCHFORD, 


and Jagdish AGRAWAL (1988), Measuring Market 
Efficiency and Welfare Loss (December), 289-302. 
This study presents a general methodology capable of addressing 


a number of fundamental questions in consumer policy. Are con- 
sumers paying more than the minimum price for a given bundle 


of attributes? If so, what brands cost more than the consumer > 


needs to pay? What would be the degree of improvement in the 
consumer’s well being if some intervention sets the price of such 
inefficient brands at the efficient level? We apply the methodol- 
ogy to data on automobiles and several other goods and analyze 
the determinants of efficiency. 


KARDES, Frank R. (1988), Spontaneous Inference Pro- 


cesses in Advertising: The Effects of Conclusion 


Omission and Involvement on Persuasion (Septem- 
ber), 225-233. 


An experiment investigated the relation between inference and 
persuasion. Subjects were exposed to an ad in which presence or 
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absence of conclusions and level of involvement were manipu- 
lated orthogonally. Omitted conclusions were more likely to be 
inferred spontaneously in high than in low involvement condi- 
tions. Further, when conclusions were omitted and high involve- 
ment made spontaneous inference formation likely, brand atti- 
tudes were more favorable and accessible than attitudes formed 
in low involvement conditions. Brand attitudes based on sponta- 
neous inferences were as favorable and more accessible than atti- 
tudes formed in explicit conclusion conditions. The effects of mo- 
tivation and effort on inference are discussed. 


KARDES, Frank R. see Sanbonmatsu, David M. (De- 


cember 1988) 


KELLER, Kevin Lane and Richard STAELIN (1989), 


Assessing Biases in Measuring Decision Effective- 
ness and Information Overload (March), 504-508. 


KIM, Dong Ki see Graham, John L. et al. (June 1988) 
KLEIN, Noreen M. and Manjit S. YADAV (1989), Con- 


text Effects on Effort and Accuracy in Choice: An — 
Enquiry into Adaptive Decision Making (March), 
411-421. 


Previous research suggests that context variables may have strong 
effects on choice accuracy, but little is known about consumers’ 
awareness of context or strategic response to changes in choice 
context. In this study, increasing the number of dominated alter- 
natives significantly improved choice accuracy and reduced 
choice effort. Unobtrusive measures show that decision makers 
simplified the choice sets less when there were more dominated 
alternatives. The findings support the importance of context; sev- 
eral relationships between choice process and outcomes were 
context specific. Decision makers may rely on relatively simple — 
forms of feedback about the choice context as they go through 
the choice process, rather than systematically assessing it prior to 
strategy selection. 
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LECLERC, France see Schmitt, Bernd H. et al. (June 


1988) 


LEONG, Siew Meng (1989), A Citation Analysis of the 


Journal of Consumer Research (March), 492-497. 


An analysis of the nature of reference sources cited by authors of 
articles published in five sample volumes of the Journal of Con- 
sumer Research is reported. Results indicate that consumer re- 
searchers draw upon a diverse literature, although much of it is | 
seldom used. Consumer research is linked most closely with psy- 
chology and marketing, although there is a rising trend of cita- 
tions to its own literature base. JCR authors also tend to rely pri- 
marily on journals for their sources of references. 


LEVIN, Irwin P. and Gary J. GAETH (1988), How Con- 


sumers Are Affected by the Framing of Attribute In- 
formation Before and After Consuming the Product 
(December), 374-378. 


Consumers rated several qualitative attributes of ground beef that 
framed the beef as either ““75% lean” or “‘25% fat.” The consum- 
ers’ evaluations were more favorable toward the beef labeled 
“75% lean” than that labeled “25% fat.” More importantly, the 
magnitude of this information framing effect lessened when con- 
sumers actually tasted the meat. We discuss these results in terms 
of an averaging model, which suggests that a diagnostic product 
experience dilutes the impact of information framing. 
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LICHTENSTEIN, Donald R., Peter H. BLOCH, and 
William C. BLACK (1988), Correlates of Price Ac- 
ceptability (September), 243-252. 


The cognitive tradeoff between price and product quality is used 
as a basis for hypothesizing interrelationships between two indi- 
vidual difference variables and two price-related responses. Re- 
sults of a correlational study support the hypothesis of an inverse 
relationship between price consciousness and product involve- 
ment and the hypotheses that price consciousness and product 
involvement have opposite implications for several price-related 
constructs. Results also indicate a positive relationship between 
price acceptability level and the width of the latitude of price ac- 
ceptance. 


LIN, Chi-Yuan see Graham, John L. et al. (June 1988) 


LYNCH, John G., Jr., Howard MARMORSTEIN, and 
Michael F. WEIGOLD (1988), Choices from Sets 
Including Remembered Brands: Use of Recalled At- 
tributes and Prior Overall Evaluations (September), 
169-184. 


Consumers faced choices in which some or all alternatives had 
to be recalled from memory. Experiments 1 and 2 investigated 
conditions that lead consumers to use recalled prior evaluations 
versus recalled brand attribute information as inputs to brand 
choices. Results suggest that consumers use a potential input to 
make a choice if it is accessible in memory and if they perceive 
it as more diagnostic than other accessible potential inputs. The 
theoretical framework used to interpret these results has the po- 
tential to integrate past work on affect referral, the link between 
memory and judgment, and the role of attitudes in choice. 
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MARMORSTEIN, Howard see Lynch, John G., Jr. et 
al. (September 1988) 


MAZURSKY, David and Yaacov SCHUL (1988), The 
Effects of Advertisement Encoding on the Failure to 
Discount Information: Implications for the Sleeper 
Effect (June), 24-36. 


The study examines the impact of encoding of product informa- 
tion on temporal changes in product attitudes following exposure 
to discounting appeals. The sleeper effect, which is manifested by 
increased message effectiveness over time, was observed in two 
replications when participants were induced to encode the mes- 
sage elaboratively. Under this condition, consumers were guided 
to imagine themselves consuming the advertised products while 
viewing the ads. The sleeper effect was not observed, however, 
when consumers were not induced to elaborate on and integrate 
message information (Experiment 1) or when the request to 
imagine themselves using the products was delivered after the dis- 
counting cue was conveyed (Experiment 2). These findings sup- 
port a model that postulates that the magnitude of the sleeper 
effect is influenced by the relative availability of the product in- 
formation and the discounting cue appeal. Additional mediating 
mechanisms are explored and discussed. 


MEYER, Robert J. and Eric J. JOHNSON (1989), Infor- 
mation Overload and the Nonrobustness of Linear 


Models: A Comment on Keller and Staelin (March), 
498-503. 


MOBLEY, Mary F., William O. BEARDEN, and Jesse 
E. TEEL (1988), An Investigation of Individual Re- 
sponses to Tensile Price Claims (September), 273- 
279. 
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This article describes the results of two studies investigating the 
effects of tensile price claims (e.g., “save up to 50%”) on consum- 
ers’ perceptions of offer value, information value, and price re- 
duction. The findings suggest that the use of tensile claims in con- 
junction with large advertised price reductions may result in de- 
creased perceived offer value and substantial discounting of 
expected price reductions by the consumer. 


MONROE, Kent B. see Rao, Akshay R. (September 
1988) 


MUNCH, James M. and John L. SWASY (1988), Rhe- 
torical Question, Summarization Frequency, and 
Argument Strength Effects on Recall (June), 69-76. 


Summarizing rhetorical questions were used in a sales presenta- 
tion for a new product. In a high involvement setting, grammati- 
cal form, summarization frequency, and argument strength were 
manipulated. Unlike results of past studies, rhetoricals reduced 
argument recall. Furthermore, using more rhetoricals paired with 
strong arguments decreased recall, but using more rhetoricals 
with weak arguments did not. Message acceptance, thought ver- 
balization, and self-reported distraction data were consistent with 
our recall findings. 

MUNCH, James M. see Pavelchak, Mark A. et al. (De- 
cember 1988) 
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NETEMEYER, Richard G. see Bearden, William O. et 
al. (March 1989) 
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O’SHAUGHNESSY, John see Holbrook, Morris B. (De- 
cember 1988) 


OLSON, Jerry C. see Celsi, Richard L. (September 1988) 
OLSON, Jerry C. see Hastak, Manoj (March 1989) 
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PARK, C. Whan, Easwar S. IYER, and Daniel C. 
SMITH (1989), The Effects of Situational Factors 
on In-Store Grocery Shopping Behavior: The Role 
of Store Environment and Time Available for Shop- 
ping (March), 422-433. 


We conducted a field experiment to explore the effects of two 
situational factors, store knowledge and time available for shop- 
ping, on consumers’ grocery shopping behavior. The results indi- 
cate that these two factors have an impact on such shopping be- 
haviors as failure to make the intended purchases, unplanned 
buying, brand and product class switching, and purchase volume 
deliberation. The findings also suggest that the information pro- 
cessing activities that mediate these relationships differ across 
shopping conditions. Implications for managing the grocery store 
environment that may advance current practice are offered. 

PAVELCHAK, Mark A., John H. ANTIL, and James 
M. MUNCH (1988), The Super Bowl: An Investiga- 
tion into the Relationship Among Program Con- 
text, Emotional Experience, and Ad Recall (Decem- 
ber), 360-367. 


In this study, we investigate (1) the effect that “Super Bowl XX” 
had on the emotions (defined by arousal and pleasure) of viewers 
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in three cities and (2) how these emotional reactions influenced 
recall for ads broadcast during the game. City differences in over- 
all emotional reactions to the program were observed, differences 
that had theoretical relevance to the effect of emotion on ad re- 
call. Recall was found to be negatively related to emotional inten- 
sity (defined by arousal and pleasur: polarization) but unrelated 
to emotional pleasure. Overall, arousal related to recall much 
more strongly than it did to pleasure. 
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RAO, Akshay R. and Kent B. MONROE (1988), The 
Moderating Effect of Prior Knowledge on Cue Utili- 
zation in Product Evaluations (September), 253- 
264. 


This article examines the dissimilar use of product information 
cues in product evaluations by differentially familiar subjects. 
Specifically, the use of price cues and intrinsic product cues for 
the assessment of product quality is hypothesized to depend on 
prior knowledge. For a product with a positive quality-price asso- 
ciation in the marketplace, the study shows that low-familiar and 
highly familiar subjects tend to perceive a stronger price-quality 
relationship than do moderately familiar subjects. Moreover, as 
subjects’ product familiarity increases, the use of intrinsic cues 
for product quality assessments tends to become relatively 
stronger. 

RATCHFORD, Brian T. see Kamakura, Wagner A. et 
al. (December 1988) 


REEVES, Byron see Rothschild, Michael L. et al. (Sep- 
tember 1988) 


ROBINSON, Michael see Graham, John L. et al. (June 
1988) 


ROTHSCHILD, Michael L., Yong J. HYUN, Byron 
REEVES, Esther THORSON, and Robert 
GOLDSTEIN (1988), Hemispherically Lateralized 
EEG as a Response to Television Commercials 
(September), 185-198. 


EEG was recorded from 21 right-handed women as they watched 
commercial television. A significant amount of variance in hemi- 
spheric dominance shifts of lateralized EEG was explained as a 
function of the onset of easily identifiable variables in the stimu- 
lus. There were hemispheric differences in EEG due to the verbal 
and nonverbal components of the stimulus. Lags between stimu- 
lus onset and change in EEG also were observable. The data were 
found to be reliable within this study, between this study and a 
prior one, and between this study and others in the EEG literature 
that uses less complex stimuli. 


S 


SANBONMATSU, David M. and Frank R. KARDES 
(1988), The Effects of Physiological Arousal on In- 
oman Processing and Persuasion (December), 

79-385. 


The effects of physiological arousal on persuasion are investi- 
gated. An exercise task was used to manipulate physiological 
arousal, and systolic blood pressure readings were taken to assess 
the effectiveness of this manipulation. The results indicate that 
endorser status (celebrity or noncelebrity) has a stronger influ- 
ence on brand attitudes under high than under moderate levels 
of physiological arousal, whereas argument strength has a greater 
impact under moderate than under high arousal levels. The re- 


THE JOURNAL OF CONSUMER RESEARCH 


sults ‘are consistent with the Elaboration Likelihood Model of 
persuasion. 


SARIN, Rakesh K. see Kahn, Barbara E. (September 


1988) 


SAUER, Paul L. see Fraser, Cynthia et al. (September 


1988) 


SCHMITT, Bernd H., France LECLERC, and Laurette 


DUBE-RIOUX (1988), Sex Typing and Consumer 
Behavior: A Test of Gender Schema Theory (June), 
122-128. 


Using the context of advertising, packaging, and consumer 
choice, three experiments were conducted to test the predictions 
of gender schema theory that gender-schematic (sex-typed) indi- 
viduals and gender-aschematic (non-sex-typed) individuals differ 
in the way they process and evaluate information related to gen- 
der. Results indicated strong sex effects, but the predicted sex- 
type effects were not obtained. 


SCHUL, Yaacov see Mazursky, David (June 1988) 
SHANDLER, Bruce see Green, Paul E. et al. (December 


1988) 


SHEPPARD, Blair H., Jon HARTWICK, and Paul R. 


WARSHAW (1988), The Theory of Reasoned Ac- 
tion: A Meta-Analysis of Past Research with Rec- 
ommendations for Modifications and Future Re- 
search (December), 325-343. 


Two meta-analyses were conducted to investigate the effective- 
ness of the Fishbein and Ajzen model in research to date. Strong 
overall evidence for the predictive utility of the model was found. 
Although numerous instances were identified in which research- 
ers overstepped the boundary conditions initially proposed for 
the model, the predictive utility remained strong across condi- 
tions. However, three variables were proposed and found to mod- 
erate the effectiveness of the model. Suggested extensions to the 
model are discussed and general directions for future research are 
given. 


SIEGEL, Harvey (1988), Relativism for Consumer Re- 


search? (Comments on Anderson) (June), 129-132. © 


SILVER, Steven D. (1988), Interdependencies in Social 


and Economic Decision Making: A Conditional _ 
Logit Model of the Joint Homeownership-Mobility 
(September), 234-242. 


Homeownership is one of the most important financial and social 
decisions consumers face. Typically, this decision is made jointly 
with decisions such as how much to save and whether to move. 
Although major consumption decisions most often are studied 
independently in consumer research, modeling interdependen- 
cies can contribute to interpretation of influences on their out- 
comes. The interdependency between decisions of homeown- 
ership and residential mobility is modeled in a conditional logit 
specification with household status level and cognitive factors as 
explanatory variables. Results indicate that these constructs have 
indirect effects on ownership through mobility that are unob- 
served if the decisions are considered independently. 


SMITH, Daniel C. see Park, C. Whan et al. (March 


1989) 


SRULL, Thomas K. see Burke, Raymond R. (June 


1988) 


STAELIN, Richard see Keller, Kevin Lane (March 


1989) 


514 
| 


VOLUME 15 AUTHOR INDEX 


STAYMAN, Douglas M. and David A. AAKER (1988), 
Are All the Effects of Ad-Induced Feelings Mediated 
by A,q? (December), 368-373. 


Conditions under which attitudes toward the ad may not com- 
pletely mediate the effect of feeling responses on persuasive com- 
munications are examined. The results suggest that for at least 
some types of ad executions, particularly those at relatively low 
exposure levels, ad attitudes did not mediate all of the effect of 
feeling response. 

STEPHENS, Debra see Anand, Punam et al. (December 
1988) 


SWASY, John L. see Munch, James M. (June 1988) 


T 


TANSUHAJ, Patriya S. see Foxman, Ellen R. et al. 
(March 1989) 


TEEL, Jesse E. see Bearden, William O. et al. (March 
1989) 


TEEL, Jesse E. see Mobley, Mary F. et al. (September 
1988) 


THORSON, Esther see Rothschild, Michael L. et al. 
(September 1988) 


TSE, David K., Russell W. BELK, and Nan ZHOU 
(1989), Becoming a Consumer Society: A Longitu- 
dinal and Cross-Cultural Content Analysis of Print 
Ads from Hong Kong, the People’s Republic of 
China, and Taiwan (March), 457-472. 


Results of a longitudinal study of ads from Hong Kong, the Peo- 
ple’s Republic of China (PRC), and Taiwan depict distinctive 
consumer cultures. PRC ads emphasize utilitarian appeals, 
promise a better life, and focus on states of being as a consump- 
tion theme. Hong Kong ads stress hedonistic values, promise eas- 
ier and American lifestyles, and focus on doing. Taiwan ads fall 
between these two extremes, but are converging toward Hong 
Kong ads in consumption appeals over time. PRC ads, presum- 


515 
ably anchored by remnants of an anti-materialistic political ideol- 
ogy, seem to chart a different trend. 

U 


URBANY, Joel E., William O. BEARDEN, and Dan C. 

WEILBAKER (1988), The Effect of Plausible and 
Exaggerated Reference Prices on Consumer Percep- 
tions and Price Search (June), 95-110. 
This article examines whether advertisers’ regular price claims 
affect consumer perceptions and price search behavior. Experi- 
ments involving simulated shopping via personal computers in- 
dicate that compared to an ad with no reference price, an ad with 
a plausible reference price raised subjects’ estimates of the adver- 
tiser’s regular price and the perceived offer value. An exaggerated 
reference price had generally the same positive effects on percep- 
tion as a plausible reference price, even for the more skeptical 
subjects. Further, when subjects were presented with an adver- 
tised sale price above the lowest expected price, the exaggerated 
reference price increased the percentage of subjects who pur- 
chased the product from the advertiser without checking other 
stores’ prices. 


WwW 


WARSHAW, Paul R. see Sheppard, Blair H. et al. (De- 
cember 1988) 


WEIGOLD, Michael F. see Lynch, John G., Jr. et al. 
(September 1988) 


WEILBAKER, Dan C. see Urbany, Joel E. et al. (June 
1988) 


YADAV, Manjit S. see Klein, Noreen M. (March 1989) 


Z 
ZHOU, Nan see Tse, David K. et al. (March 1989) 


> 


4 


= 
: 

= 
5 

ae 


Adolescent Consumers 
Foxman, Tansuhaj, and Ekstrom 


Advertising Effects 
Burke and Srull 
Chattopadhyay and Alba 
Cox and Cox 
Hastak and Olson 
Jacoby and Hoyer 
Janiszewski 


Kardes 

Mazursky and Schul 

Mobley, Bearden, and Teel 
Pavelchak, Antil, and Munch 
Rothschild et al. 

Sanbonmatsu and Kardes 
Stayman and Aaker 

Urbany, Bearden, and Weilbaker 


Affect 
Stayman and Aaker 
Attitudes 
Chattopadhyay and Alba 
Cox and Cox 
Hastak and Olson 


Lynch, Marmorstein, and Weigold 
Sanbonmatsu and Kardes 

Schmitt, Leclerc, and Dubé-Rioux 
Sheppard, Hartwick, and Warshaw 


Causal Modeling 

Pavelchak, Antil, and Munch 
Charity and Gift Giving 

Belk 

Fraser, Hite, and Sauer 


Choice Models 
Bryant 
Coursey 
Diamond 
Johnson 
Kahn and Sarin 
Klein and Yadav 
Levin and Gaeth 
Meyer and Johnson 
Park, Iyer, and Smith 
Sheppard, Hartwick, and Warshaw 
Silver 


Cognitive Response 
Chattopadhyay and Alba 
Hastak and Olson 


Conjoint Analysis 
Green, Helsen, and Shandler 


Consumer Behavior Theory 
Anderson 


Consumer Education and Information 


Kamakura, Ratchford, and Agrawal 


Consumer Socialization 
Carlson and Grossbart 
Tse, Belk, and Zhou 


Volume 15 Subject Index 


Volume/Issue/Page 
15 (Mar. 1989) 482 


15 (June 1988) 55 
15 (June 1988) 1 
15 (June 1988) 111 
15 (Mar. 1989) 444 
15 (Mar. 1989) 434 
15 (Sept. 1988) 199 
15 (Sept. 1988) 225 
15 (June 1988) 24 
15 (Sept. 1988) 273 
15 (Dec. 1988) 360 
15 (Sept. 1988) 185 
15 (Dec. 1988) 379 
15 (Dec. 1988) 368 
15 (June 1988) 95 


15 (Dec. 1988) 368 


15 (June 1988) 1 
15 (June 1988) 111 
15 (Mar. 1989) 444 
15 (Sept. 1988) 199 
15 (Sept. 1988) 225 
15 (Sept. 1988) 169 
15 (Dec. 1988) 379 
15 (June 1988) 122 
15 (Dec. 1988) 325 


15 (Dec. 1988) 360 


15 (Sept. 1988) 139 
15 (Sept. 1988) 284 


15 (June 1988) 37 
15 (Dec. 1988) 407 
15. (Sept. 1988) 280 
15 (Dec. 1988) 303 
15 (Sept. 1988) 265 
15 (Mar. 1989) 411 
15 (Dec. 1988) 374 
15 (Mar. 1989) 498 
15 (Mar. 1989) 422 
15 (Dec. 1988) 325 
15 (Sept. 1988) 234 


15 (June 1988) 1 
15 (Mar. 1989) 444 


15 (Dec. 1988) 392 
15 (June 1988) 133 
15 (Dec. 1988) 289 


15 (June 1988) 77 
15 (Mar. 1989) 457 


Cross-Cultural Research 
Graham et al. 
Tse, Belk, and Zhou 


Deceptive Advertising 

Mazursky and Schul 

Urbany, Bearden, and Weilbaker 
Decision Making 

Hoch 

Johnson 

Kahn and Sarin 


Economic Analysis 
Bryant 
Coursey 
Kamakura, Ratchford, and Agrawal 


Elaboration Likelihood 
Munch and Swasy 


Family Decision Making 
Carlson and Grossbart 
Foxman, Tansuhaj, and Ekstrom 


Group and Interpersonal Influence 
Bearden, Netemeyer, and Teel 
Fraser, Hite, and Sauer 
Graham et al. 

Silver 


Inference Processes 
Chattopadhyay and Alba 
Kardes 


Information Acquisition 
Brucks 


Information Overload 
Keller and Staelin 
Meyer and Johnson 


Information Processing 
Anand, Holbrook, and Stephens 
Brucks 
Burke and Srull 


Celsi and Olson 
Chattopadhyay and Alba 
Diamond 

Folkes 

Foxman, Tansuhaj, and Ekstrom 
Green, Helsen, and Shandler 
Hastak and Olson 

Jacoby and Hoyer 

Janiszewski 

Johnson 

Kahn and Sarin 

Kardes 

Klein and Yadav 

Levin and Gaeth 

Lichtenstein, Bloch, and Black 
Lynch, Marmorstein, and Weigold 
Mazursky and Schul 

Munch and Swasy 

Park, Iyer, and Smith 
Pavelchak, Antil, and Munch 
Rao and Monroe 


Rothschild et al. 
Sanbonmatsu and Kardes 


15 (June 1988) 48 
15 (Mar. 1989) 457 


15 (June 1988) 24 
15 (June 1988) 95 


15 (Dec. 1988) 315 
15 (Dec. 1988) 303 
15 (Sept. 1988) 265 


15 (June 1988) 37 
15 (Dec. 1988) 398 
15 (Dec. 1988) 289 


15 (June 1988) 69 


15 (June 1988) 77 
15 (Mar. 1989) 482 


15 (Mar. 1989) 473 
15 (Sept. 1988) 284 
15 (June 1988) 48 
15 (Sept. 1988) 234 


15 (June 1988) 1 
15 (Sept. 1988) 225 


15 (June 1988) 117 


15 (Mar. 1989) 504 
15 (Mar. 1989) 498 


15 (Dec. 1988) 386 
15 (June 1988) 117 
15 (June 1988) 55 


15 (Sept. 1988) 210 
15 (June 1988) 1 
15 (Sept. 1988) 280 


15 (June 1988) 13 
15 (Mar. 1989) 482 
15 (Dec. 1988) 392 ° 


15 (Mar. 1989) 444 
15 (Mar. 1989) 434 
15 (Sept. 1988) 199 


15 (Dec. 1988) 303 
15 (Sept. 1988) 265 
15 (Sept. 1988) 225 


15 (Mar. 1989) 411 
15 (Dec. 1988) 374 
15 (Sept. 1988) 243 


15 (Sept. 1988) 169 
15 (June 1988) 24 
15 (June 1988) 69 
15 (Mar. 1989) 422 
15 (Dec. 1988) 360 
15 (Sept. 1988) 253 


15 (Sept. 1988) 185 
15 (Dec. 1988) 379 


Janiszewski 
Kardes 
516 


VOLUME 15 SUBJECT INDEX 


Schmitt, Leclerc, and Dubé-Rioux 
Sheppard, Hartwick, and Warshaw 


Information Search 
Brucks 
Urbany, Bearden, and Weilbaker 


Methods 
Hirschm 
Holbrook a and O’Shaughnessy 


Involvement 
Celsi and Olson 
Lichtenstein, Bloch, and Black 


Life Style and Psychographics 
Hoch 


Low Involvement 
Burke and Srull 
Janiszewski 


Market Segmentation 
Schmitt, Leclerc, and Dubé-Rioux 
Methodology 
Siegel 
Motivation 
Celsi and Olson 
Pavelchak, Antil, and Munch 
Silver 
Stayman and Aaker 


Multi-Attribute Models 
Meyer and Johnson 
Personality 
Bearden, Netemeyer, and Teel 
Belk 
Schmitt, Leclerc, and Dubé-Rioux 


Persuasion 
Graham et al. 
Hastak and Olson 
Kardes 


Munch and Swasy 
Sanbonmatsu and Kardes 
Stayman and Aaker 


Philosophy of Science 
Anderson 
Anderson 
Holbrook and O’Shaughnessy 


Leong 

Siegel 
Physiological Research 

Anand, Holbrook, and Stephens 

Rothschild et al. 

Sanbonmatsu and Kardes 
Postpositivism 

Hirschman 

Holbrook and O’Shaughnessy 


Preference Judgements 
Anand, Holbrook, and Stephens 
Cox and Cox 
Green, Helsen, and Shandler 
Sheppard, Hartwick, and Warshaw 


Price Research 
Green, Helsen, and Shandler 
Kamakura, Ratchford, and Agrawal 


15 (June 1988) 122 
15 (Dec. 1988) 325 


15 (June 1988) 117 
15 (June 1988) 95 


15 (Dec. 1988) 344 
15 (Dec. 1988) 398 


15 (Sept. 1988) 210 
15 (Sept. 1988) 243 


15 (Dec. 1988) 315 


15 (June 1988) 55 
15 (Sept. 1988) 199 


15 (June 1988) 122 
15 (June 1988) 129 


15 (Sept. 1988) 210 
15 (Dec. 1988) 360 
15 (Sept. 1988) 234 
15 (Dec. 1988) 368 


15 (Mar. 1989) 498 


15 (Mar. 1989) 473 
15 (Sept. 1988) 139 
15 (June 1988) 122 


15 (June 1988) 48 
15 (Mar. 1989) 444 
15 (Sept. 1988) 225 


15 (June 1988) 69 
15 (Dec. 1988) 379 
15 (Dec. 1988) 368 


15 (Dec. 1988) 401 
15 (June 1988) 133 
15 (Dec. 1988) 405 


15 (Mar. 1989) 499 
15 (June 1988) 129 


15 (Dec. 1988) 386 
15 (Sept. 1988) 185 
15 (Dec. 1988) 379 


15 (Dec. 1988) 344 
15 (Dec. 1988) 398 


15 (Dec. 1988) 386 
15 (June 1988) 111 
15 (Dec. 1988) 392 
15 (Dec. 1988) 325 


15 (Dec. 1988) 392 
15 (Dec. 1988) 289 


Lichtenstein, Bloch, and Black 

Mobley, Bearden, and Teel 

Rao and Monroe 

Urbany, Bearden, and Weilbaker 
Prior Knowledge 

Park, Iyer, and Smith 
Product and Brand Choice 

Johnson 

Klein and Yadav 

Levin and Gaeth 

Lynch, Marmorstein, and Weigold 

Mobley, Bearden, and Teel 
Public/Not-For-Profit Marketing 

Fraser, Hite, and Sauer 
PubliciPolicy 

Jacoby and Hoyer 

Kamakura, Ratchford, and Agrawal 


517 


15 (Sept. 1988) 243 
15 (Sept. 1988) 273 
15 (Sept. 1988) 253 
15 (June 1988) 95 


15 (Mar. 1989) 422 


15 (Dec. 1988) 303 
15 (Mar. 1989) 411 
15 (Dec. 1988) 374 
15 (Sept. 1988) 169 
15 (Sept. 1988) 273 


15 (Sept. 1988) 284 


15 (Mar. 1989) 434 
15 (Dec. 1988) 289 


Reference Groups See Group and Interpersonal Influence 


Bearden, Netemeyer, and Teel 


Retailing 

Park, Iyer, and Smith 

Urbany, Bearden, and Weilbaker 
Rhetorical Questions 

Munch and Swasy 
Risk Perception 

Diamond 

Folkes 

Kahn and Sarin 


Self-Concept 
Belk 


Hirschman 
Sex Roles 

Schmitt, Leclerc, and Dubé-Rioux 
Situational Factors 

Burke and Srull 


Celsi and Olson 
Park, Iyer, and Smith 


Source Credibility 
Mazursky and Schul 
Symbolic Consumer Behavior 
Belk 


Hirschman 
Holbrook and O’Shaughnessy 


Time 
Coursey 

Validity and Reliability 
Anderson 
Bearden, Netemeyer, and Teel 
Green, Helsen, and Shandler 


Holbrook and O’Shaughnessy 
Keller and Staelin 
Siegel 

Women in the Work Force 
Bryant 


15 (Mar. 1989) 473 


15 (Mar. 1989) 422 
15 (June 1988) 95 


15 (June 1988) 69 


15 (Sept. 1988) 280 
15 (June 1988) 13 
15 (Sept. 1988) 265 


15 (Sept. 1988) 139 
15 (Dec. 1988) 344 
15 (June 1988) 122 


15 (June 1988) 55 
15 (Sept. 1988) 210 
15 (Mar. 1989) 422 


15 (Mar. 1989) 492 
15 (Mar. 1989) 457 


15 (June 1988) 24 


15 (Sept. 1988) 139 
15 (Dec. 1988) 344 
15 (Dec. 1988) 405 


15 (Dec. 1988) 402° 


15 (Dec. 1988) 403 
15 (Mar. 1989) 473 
15 (Dec. 1988) 392 


15 (Dec. 1988) 398 
15 (Mar. 1989) 504 
15 (June 1988) 129 


15 (June 1988) 37 


Semiotics 

4 
Sociological Analysis 

Tse, Belk, and Zhou gt 

= 

= 


